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Aaker, David A., and Donald E. Bruzzone. Viewer 
Perceptions of Prime-Time Television Advertising. 
No. 5, pp. 15-23. 

In analyzing 524 prime-time television com- 
mercials through a national mail survey, the 
authors found that viewer reaction toward 
commercials is generally positive but that view- 
ers resent advertising of personal products such 
as those for feminine hygiene and for stomach 
relief. Their findings conclude that there are 
three distinct ways to generate positive atti- 
tudes toward commercials. 

Adams, Arthur J., and Mark M. Moriarty. The Adver- 
tising-Sales Relationship: Insights from Transfer- 
Function Modeling. No. 3, pp. 41-46. 

Transfer-function models were found to be sig- 
nificantly superior to regression models in an- 
alyzing the advertising-sales relationship. 

Albion, Mark S. See Farris and Albion. 

Barry, Thomas E. See Hansen and Barry. 

Becker, Boris W., and Patrick E. Connor. Personai 
Values of the Heavy User of Mass Media. No. 5, 
pp. 37-43. 

Exploratory article relating personal values of 
consumers to their advertising/media usage and 
attitudes. 

Blasko, Vincent. See Patti and Blasko. 


Boote, Alfred S. Market Segmentation by Personal 
Values and Salient Product Attributes. No. 1, pp. 
29-35. 

Provides evidence for the validity and utility 
of market segmentation by people’s values as 
a tool for developing market information not 
available by means of market analysis by de- 
mographic characteristics. 

Boote, Alfred S. Reliability Testing of Psychograph- 
ic Scales. No. 5, pp. 53-60. 

An examination of the differences in levels of 
reliability attributable to variations of the 
number of scale points and differences in the 
extent of anchoring (labeling) scale points. 

Bruno, Albert V. See Wildt, Bruno, and Ginter. 

Bruzzone, Donald E. See Aaker and Bruzzone. 

Butter, Eliot J., Paula M. Popovich, Robert H. Stack- 
house, and Roger K. Garner. Discrimination of 
Television Programs and Commercials by Pre- 
school Children. No. 2, pp. 53-56. 

Although this study found that preschool chil- 
dren could differentiate between television 
programs and commercials, they could not ver- 
balize the difference between them. Nor did 
they know that the intent of commercials was 
to influence purchase behavior. 

Connor, Patrick E. See Becker and Connor. 
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Cossé, Thomas J., and John E. Swan. Power and 
Safety Appeals in Auto Advertising. No. 4, pp. 
27-34. 

Indicates that threatening control behavior 
may have only a limited impact in marketer 
behavior when marketers do not view policy 
objectives as congruent with their perceived 
economic interest. 

Davis, Linden A., Jr. What’s Ahead in Marketing Re- 
search? No. 3, pp. 49-51. 

In forecasting the effects of economics on mar- 
keting and future developments in marketing 
research, the author finds that 1985-1990 will 
usher in a new era in research—the “Era of Pro- 
fessionalism.”’ 

Edwards, Melanie T. See Lautman, Edwards, and 
Farrell. 

Farrell, Bryan. See Lautman, Edwards, and Farrell. 

Farris, Paul, and Mark S. Albion. Determinants of the 
Advertising-to-Sales Ratio. No. 1, pp. 19-27. 

Examines several studies of the determinants 
of the advertising-to-sales ratio with certain 
variables such as number of brands and market 
size found to be consistently related to indus- 
try A/S ratios. 

Galloway, John. See Sutherland and Galloway. 

Garner, Roger K. See Butter et al. 

Ginter, James L. See Wildt, Bruno, and Ginter. 

Glasser, Gerald J., and Gale D. Metzger. Radio Usage 
by Blacks: An Update. No. 2, pp. 47-50. 

Updated study confirms past findings that 
blacks tend to report higher radio-usage levels 
than do whites. 

Hansen, Richard W., and Thomas E. Barry. An Ex- 
periment in Real-Estate Advertising. No. 3, pp. 
53-57. 

Deals with the relationship between the num- 
ber of properties advertised and inquiry gen- 
eration. Three- and four-ad formats were found 
to be more effective than two-ad settings. 

Hecker, Sid. A Brain-Hemisphere Orientation toward 
Concept Testing. No. 4, pp. 55-60. 

Outlines a brain-hemisphere orientation toward 
the selection of appropriate concept-testing 
methodologies and maintains that the selection 
of research method depends on the relative 
need for diagnostic (improvement) versus eval- 
uative (selection) information. 

Hendon, Donald W. The Advertising-Sales Relation- 
ship in Australia. No. 1, pp. 37-47. 

Confidential data from 12 consumer-products 
firms relate changes in market share to changes 
in advertising share in this examination, the 
results of which are applicable to the U.S. mar- 
ket. 


Holst-Knudsen, Carl T. Point of View. No. 2, pp. 
67-68. 

Comment on the Schweiger/Hruschka article, 
“Analysis of Advertising Inquiries,” in the Oc- 
tober 1980 JAR. 

Hornik, Jacob, and Steven C. Rubinow. Expert-Re- 
spondents’ Synthesis for International Advertis- 
ing Research. No. 3, pp. 9-17. 

Waintains that cross-national advertising re- 
search must be approached with different prin- 
ciples of operations from domestic research, 
with native expert judges employed to help 
provide content validity. 

Humphreys, Marie Adele, and Jack J. Kasulis. Attor- 
ney Advertising. No. 6, pp. 31-37. 

Identifies the most important appeals for the 
most likely users of legal-service advertising. 

Jagpal, Harsharanjeet S. Measuring Joint Advertising 
Ej;fects in Multiproduct Firms. No. 1, pp. 65-69. 

Develops and tests a multiproduct advertising- 
sales model that allows for a general pattern 
of cross-product advertising effects and whose 
estimates can be used for both quantitative and 
qualitative decision making. 

Kamen, Joseph M. Triggers of Advertising Effects. 
No. 1, pp. 59-63. 

This analysis of triggering devices of attitude 
change toward a brand concludes that a major 
criterion in evaluating or screening commer- 
cials should be the capability of triggering la- 
tent attitudes into manifest ones. 

Kasulis, Jack J. See Humphreys and Kasulis. 

Kaynak, Erdener, and Lionel A. Mitchell. Analysis 
of Marketing Strategies Used in Diverse Cultures. 
No. 3, pp. 25-32. 

‘Presents the results of a comparative market- 

ing-communications study and discusses the 
utilization of international standardized pro- 
motional strategies versus localized approach- 
es. 

Krugman, Dean M. See Stern, Krugman, and Resnik. 

Lampert, Shlomo I. A New Scale for Consumer Re- 
search, No. 2, pp. 23-29. 

Discussion of a new scale—the Pollimeter—cre- 
ated by the author for use in consumer re- 
search. The scale combines desirable properties 
for data collection and data analysis. 

Lautman, Martin R., Melanie T. Edwards, and Bryan 
Farrell. Predicting Direct-Mail Response from 
Mall Intercept Data. No. 5, pp. 31-34. 

Two studies conducted by the authors show 
that relative direct-mail response to product 
offerings in a newspaper solicitation can be 
accurately predicted from central-location test- 
ing. 
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Lewis, Robert C. Restaurant Advertising: Appeals 
and Consumers’ Intentions. No. 5, pp. 69-74. 
Indicates that consumers simultaneously pro- 
cess a total-benefit bundle as regards quality 
of food, atmosphere, and price in deciding 
whether to patronize a particular restaurant 
when their only information is obtained from 

an advertisement. 

Lonial, Subhash C. See Mehrotra, Van Auken, and 
Lonial. 

Lynn, Jerry R. Newspaper Ad Impact in Nonmetro- 
politan Markets. No. 4, pp. 13-19. 

A study of newspaper readership in Tennessee 
found that ad readership was high (77 percent) 
among survey respondents with ad content 
found to be persuasively effective. 

McDaniel, Stephen W. Multicollinearity in Advertis- 
ing-related Data. No. 3, pp. 59-63. 

Analyzes multicollinearity from a theoretical 
viewpoint—what the underlying causes are—as 
well as from a practical viewpoint—what the 
effects and solutions are. 

McVicker, Daniel D. See Shuptrine and McVicker. 

Major, John K. Where Listeners Live. No. 1, pp. 71- 

Three different methods used to locate where 
the listeners of a Chicago radio station lived 
were all able to determine what areas the ra- 
dio’s audience was concentrated in. 

Mehrotra, Sunil, Stuart Van Auken, and Subhash C. 
Lonial. Adjective Profiles in Television Copy Test- 
ing. No. 4, pp. 21-25. 

Presents the results of relating item-scale diag- 
nostics of alternative television ads to measures 
of pre/post differences in brand buying inten- 
tions. 

Metzger, Gale D. See Glasser and Metzger. 

Mitchell, Lionel A. See Kaynak and Mitchell. 

Moriarty, Mark M. See Adams and Moriarty. 

Munson, J. Michael, and W. Austin Spivey. Product 
and Brand-User Stereotypes among Social Classes. 
No. 4, pp. 37-46. 

Study conducted by the authors found that 
marketing efforts that attempt to employ ei- 
ther social class or opinion leadership in isola- 
tion will be less effective than efforts that con- 
sider both simultaneously. 

Ostle, Glenn V., and John K. Ryans, Jr. Techniques 
for Measuring Advertising Effectiveness. No. 3, 
pp. 19-22. 

Reports the findings of a study designed to de- 

termine how advertising executives in one in- 

dustrial producer’s group (construction manu- 
facturers) view various methods of measuring 
advertising effectiveness. 
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Patti, Charles H., and Vincent Blasko. Budgeting 
Practices of Big Advertisers. No. 6, pp. 23-29. 
Examines the budgeting practices of the top 
100 U.S. advertisers. 

Pironti, A. R., Morton M. Vitriol, and Andrew Thurm. 
Consumer Interest in Mail-Order Purchasing. No. 
3, pp. 35-38. 

Survey taken of Parade readers found that 
more than four out of five people had pur- 
chased items through the mail during the past 
year. 

Popovich, Paula M. See Butter et al. 

Preston, Ivan L. See Rotfeld and Preston. 

Principe, Victor. See Soldow and Principe. 

Resnik, Alan. See Stern, Krugman, and Resnik. 

Reynolds, Fred D. How to Make a Marketing-Re- 
search Professional. No. 2, pp. 19-21. 

Reports on a new master’s program in market- 
ing research offered by the University of Geor- 
gia. 

Rossiter, John R. Predicting Starch Scores. No. 5, 
pp. 63-68. 

Study shows that visual and psycholinguistic 
mechanical variables can predict advertisement 
and brand recognition as accurately as “mes- 
sage” variables. 

Rotfeld, Herbert J., and Ivan L. Preston. The Poten- 
tial Impact of Research on Advertising Law. No. 2, 
pp. 9-17. 

Discussion on the possible deceptive and legal 
effects of the use of puffery in advertising. 

Rubens, William S. Sex and Violence on TV. No. 6, 
pp. 13-20. 

Contrary to the “moral majority’s” belief that 
most Americans are outraged at the volumi- 
nous amount of sex and violence on TV, this 
report of a survey finds that there was little 
disapproval or dislike of the amount of sex and 
violence on TV—even among those who classi- 
fied themselves as Fundamentalists in religion. 

Rubinow, Steven C. See Hornik and Rubinow. 

Ryans, John K., Jr. See Ostle and Ryans. 

Schloss, Ira. Chickens and Pickles. No. 6, pp. 47-49. 
An analysis of the top 200 brand names of each 
year from 1975-1979 found that three letters 
(P, C, K) consistently accounted for more than 
one-fourth of the initial letters of brand names. 

Shiller, Sherman B. Accelerated Attrition. No. 1, 
pp. 51-57. 

Describes a new technique—accelerated attri- 
tion—for measuring advertising effectiveness. 

Shuptrine, F. Kelly, and Daniel D. McVicker. Read- 

ability Levels of Magazine Ads. No. 5, pp. 45-51. 

Found that the average readability levels of ads 

in nine magazines reflected a reading capability 


+ 
- 
4 
72. 
3 


Journal of Advertising Research 


of less than a 10th-grade education. 

Soldow, Gary F., and Victor Principe. Response to 
Commercials as a Function of Program Context. 
No. 2, pp. 59-65. 

Explores the effects of involvement in the pro- 
gram environment on responses to television 
advertising and its effectiveness. 

Spivey, W. Austin. See Munson and Spivey. 

Sprague, Jeremy D. Exaggerated Newspaper Reach. 
No. 6, pp. 39-44. 

Discusses illogical results caused by input that 
misleads the beta formula. 

Stackhouse, Robert H. See Butter et al. 

Stern, Bruce L., Dean M. Krugman, and Alan Resnik. 
Magazine Advertising: An Analysis of Its Infor- 
mation Content. No. 2, pp. 39-44. 

An analysis of consumer-magazine ads found 
that 86 percent of the sampled ads contained 
face-value information that can potentially as- 
sist the buyer in making an intelligent choice. 

Sutherland, Max, and John Galloway. Role of Ad- 
vertising: Persuasion or Agenda Setting? No. 5, 
pp. 25-29. 

Discussion of the agenda-setting theory and 
how it relates to advertising. 

Swan, John E. See Cossé and Swan. 

Thurm, Andrew. See Pironti, Vitriol, and Thurm. 

Traylor, Mark B. Product Involvement and Brand 
Commitment. No. 6, pp..51-56. 

Exploratory study of the relationship between 
ego involvement in a product class and com- 
mitment to a brand. 

Van Auken, Stuart. See Mehrotra, Van Auken, and 
Lonial. 


Venkataraman, V. K. The Price-Quality Relationship 
in an Experimental Setting. No. 4, pp. 49-52. 
Study of the relationship among income levels, 
price levels, and ratings of known and unknown 
brand names. 
Vitriol, Morton M. See Pironti, Vitrio1, and Thurm. 
Wildt, Albert R., Aivert V. Bruno, and James L. Gin- 
ter. Attitude Models. No. 4, pp. 61-70. 
Proposes a comprehensive attitude-based deci- 
sion model that can be utilized to provide a 
systematic and logical approach in developing 
advertising and marketing strategy. 
Wilson, C. E. A Procedure for the Analysis of Con- 
sumer Decision Making. No. 2, pp. 31-36. 
This report on studies using brand-set analyses 
indicates that it is useful as a highly sensitive 
measure of the consumer decision-making pro- 
cess. 
Zufryden, Fred S. A Tested Model of Purchase Re- 
sponse to Advertising Exposure. No. 1, pp. 7-16. 
Discussion of a new model methodology that 
mathematically relates advertising exposures 
of specific media schedules to dynamic pur- 
chase patterns. 


Editorials 

Caesar’s Wife and the Researcher. Douglas Banik. 
No. 1, p. 79. 

Getting Important. Douglas Banik. No. 3, p. 67. 

In Pursuit of Truth. Douglas Banik. No. 2, p. 71. 

A Letter from the President. Michael J. Naples. 
No. 4, pp. 9-10. 

The New JAR. Edward M. Tauber. No. 5, pp. 11-12. 

Want to Report to the President? No. 6, p. 9. 
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